
the increases.
Finally, health and beauty aids (HBA) and clean-

ing are planned up 4 percent for the year. We are 
driving this business with a solid promotional 
plan maximizing Unilever categories for 2017, as 
well as continuing to drive key products such as 
Pedialyte, which our Marines use for hydration 
in training and in the field.  

In addition to the increase planned in furni-
ture in the hardlines division, we are also looking 
at significant growth in housewares and small 
electrics, which are planned up 9 percent. We 
continue to see growth in our sporting goods 
category, and have it planned up 2 percent. 

In addition to continued growth in the tactical 
areas, we are finalizing new stock assortments and 
planograms in outdoor and team sports categories.  

In softlines, both men’s and young men’s have 
6-percent-to-7-percent growth planned for the 
upcoming year. Outdoor and activewear brands 
continue to drive our business, and we are plan-
ning growth across these categories. Where prac-
tical, we are pulling mens and ladies activewear 
and outdoor wear (Columbia, The North Face, 

On MCX’s intense focus on the 
‘Core Marine’ customer …

Our focus on the Core Marine (single and ages 
24 or younger) is at the heart of our business 
initiatives for 2017. Where we continue to see 
the growth is in our convenience stores, called 
Marine Marts. For 2016, our Marine Marts increased 
almost 2 percent even with some of our larger 
ones under renovation during the year.   

The Millennial customer as well as the upcom-
ing Generation Z are the critical majority of our 
Marine Mart customers. We have geared Marine 
Mart operations to focus on convenience shop-
ping, grab-and-go as well as healthier snack and 
meal options that are all important offerings for 
both the Millennial and Generation Z customers.  

 

On MCX plan goals …
Merchandise sales for MCX are planned up 3 

percent for fiscal 2017. Military is planned up 1.6 
percent, consumables up 2 percent, hardlines up 
3 percent and softlines up 5 percent.  

 

On new retail programs …
In conjunction with our planogram team, the 

merchants have developed consumables planograms 
specifically designed for our high-velocity troop 
stores. We are providing more granular defini-
tion to troop planograms now, which are further 
detailed down to combat training, remote, troop 
and school planograms. Resets of these planograms 
are scheduled throughout the first half of 2017. 

Ensuring these sites that have very specific 
needs are in-stock in the needed items will not 
only drive additional volume but will ultimately 
take better care of the customer.  

We cannot overlook the importance of our 

supply chain initiatives as they 
pertain to driving additional 
business for MCX. The stand-
up and implementation of our 
East Coast and West Coast 
regional distribution centers 
(RDCs) is going to be instru-
mental for improvements on 
timing of deliveries. It will 
open up sourcing opportu-
nities for centralized buys, 
improve inventory turnover 
and improve in-stock levels 
in the stores.  

We will soon be able to 
stow merchandise in the RDCs 
going into the summer of 
2017. This will eliminate du-
plicate safety stocks currently 
held in the stores and lower 
stock-out potential of critical, never-out items. 

We have been searching for a solution for fur-
niture sales in our stores that are not large enough 
to manage the inventory investment. Our furniture 
buyer has collaborated with Ashley Furniture to 
set up a kiosk ordering system to offer furniture 
in additional locations. We are currently planned 
up 6 percent for 2017 with additional locations.  

On strong categories  
forecasted for 2017 …

In the consumables division, we are continuing 
to drive the sports nutrition category, planning it 
up 5 percent over 5 percent actual growth for 2016.  

We are running a very aggressive event calen-
dar for the year, including celebrity events and 
vendor-supported promotions.  

Our food business continues to be strong. 
We are planning the category up 4 percent with 
strong overall performance across all categories. 
Breakfast offerings and “Better 4U” are leading 

With a focus on single Marines, 24 years of age 
and under, the Marine Corps Exchange (MCX) 
is moving ahead with numerous initiatives to 

satisfy its “Core Marine” customers, as well as looking 
ahead to how to best serve the newest generation of 
Marines from the “Generation Z” class. In this exclu-
sive interview, Anita Roberson, head of Merchandising 
in the Marine Corps Business and Support Services 
Division (BSSD) — the entity that oversees the Ma-
rine Corps Exchange (MCX) — outlines the category 
targets, opportunities for growth, new initiatives, and integrated marketing 
across all channels, that will characterize MCX business efforts in 2017.

Anita Roberson, Head of Merchandising, 
Marine Corps Business and Support Services Division

‘CORE
MARINES’ 
The Heart of
The Business

Health and beauty aids (HBA) — such as these shown at MCRD San Diego, Calif. 
— and cleaning are planned for a 4-percent increase in MCX store for the year. 

Roberson
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marketing, advertising and social media package 
as a total offering. Sandra Bates came on board in 
February 2016 as chief marketing officer (CMO). 
The new group pulled together the retail advertis-
ing team, business development team, social and 
web teams, research, and commercial sponsorship 
into one group.

We are going to see integrated campaigns tying 
local promotional opportunities to our system-
wide offerings across not just for MCX but for all 
of Marine Corps Community Services (MCCS). We 
have many synergies across each command and 
know that headquarters — working with the local 
command marketing teams — is going to drive 
not just the independent products and services 
but package them for a stronger offering.

  As many of our vendors know, in 2016, MCX 
established a Vendor Relations department, which 
has focused on working with vendors to on-board 
them to our new RDCs. This capability is provid-
ing our vendors with not only a single point of 
contact but also an advocate in our headquarters.  

We are now processing approximately 50 per-
cent of the DC-eligible units through the RDC 
and are continuing to drive toward 100 percent. 
This would not be possible without the continued 
support of the vendor community.

   —E and C NEWS

Spade and are expanding this brand to additional 
doors. We have also added Patricia Nash, Spartina, 
Tumi, Cole Haan, and Calvin Klein handbags, 
and are seeing growth. 

Finally, we are growing costume jewelry, which 
is a high-margin category, to help offset hand-
bags, and it is a trending business. Alex & Ani, 
Pandora USMC product, Mantra Band, Spartina 
and other brands are part of the newness to the 
assortment for 2017.    

On the district liaison program ...
The addition of the district liaison team has 

created a new capability to advocate for the stores 
while executing corporate standards and vision. 
It is the conduit for communication between 
the stores and headquarters as we continue to 
execute best-in-class programs and standards 
across MCX.  

We continue to focus on labor productivity 
and other expense reductions while maintaining 
operational excellence and execution.  

On new capabilities ...
Our new Marketing Directorate at headquarters 

is bringing new capabilities and a vision for our 

etc.) together adjacent to the athletic/outdoor 
shoe area to build and drive sales in these very 
important categories.  

On category challenges  
and refocusing …

Prior to 2016, our audio and video categories 
had a tough couple of years. For this past year, the 
categories ended up 1 percent with a significant 
increase in gross profit.  

Heading into 2017, we will continue to see 
price compression in televisions, which will drive 
our average unit retail down and put a strain on 
sales revenue. 

There are opportunities for growth moving 
into this year. Wireless will be a strong category 
for us this year, with many new introductions 
into Bluetooth options. Smart home Echo, Dot 
and Nest will also be additional business for us 
in 2017.  

Nationwide industry trends reflect very soft 
sales in the handbag category. This trend has af-
fected not only our handbag business but also our 
total accessories business. For MCX, Michael Kors 
as well as other brands are reporting down, not 
just for MCX but also outside the gate.  

We continue to see positive trends in Kate 

‘We are running a very aggressive event calendar 
for the year, including celebrity events and 

vendor-supported promotions.’
 

— Anita Roberson, Head of Merchandising, Business and Support Services Division
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